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@acrerestaurant was ripping
through plating all night. #ad *
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&
\ ALEX MEREDITH
DELANEY CAREY
| Astociae Wab Edioe Associte Edeor
Eon Appdt Conda Nast Traveler

F307C INVITE YOU TO EXPERIENCE A NIGHT OF
| CUSTOM CRAFTED COCKTAILS AND BITES
|

aabamatravel Mo plessyre Cacksal welecsons and dermos by
e you ght, we Hope | Mixeclogist

ol Sl te of what Faized Volli of the Atomic Lousge

Alabhs—a fer

Manuy selechon aad cuinary demas bry
Chefs
AN Briand and Jchnny Faher of Fshers Upsiaies

ond Dovd Bancroft of Acwe

A THURSDAY, SEPTEMBER 12™
6-9PM

BON APPETIT TEST KITCHEN | FLOOR 35
| WORLD TRADE CENTER, NEW YORK, NY 10007
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@ dancenico « F

dancenico Wa

Qg

9 Liked by beccihart and 23 others

wl

6 likes

dancenico When you arrived late to the
@bonappetitmag @alabamatravel event, so
they hook you up with ALL the apps at once!
= Great event, awesome people, and being
back in the Bon Appetit Test Kitchen was a
pleasure! Thank you!
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Alabama photo hunt
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SENSE of ALABAMA PHOTO CHALLENGE

2:11 ol T .. 2:11 ol =W, T ——
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. Jalabamatrave Instagnam
< ALABAMATRAVEI < ALABAMATRAVEI '

Posts Posts

@ slabamatravel o
e alabamatravel @ alabamatravel Sponsored

Post photos of your Alabama s qENS
' Sensory experiences. APTU R
. PHOTO CHRLLENGE
#SightOfAlabama RPN = R
—
ONE SENSE AT ATIME
@ e DB
\t
1,094 views ' Liked by katpd 815 views - Liked by madison_lathum and anna_jones126
alabamatravel Post photos of your Alabama sensory alabamatravel Today is the LAST day to submit your
experiences. Win an Alabama vacation. Find out more. Link photos for a chance to win an Alabama vacation. Capture Learn More
in bio. Alabama through your senses by taking photos and posting
them with a corresponding sensory hashtag. We'll post five

#SweetHomeAlabama #SightOfAlabama #ScentOfAlabama of our favorite images to our feed and YOU pick the big o Q [:]
#TasteOfAlabama #SoundOfAlabama #FeelingOfAlabama winner. Plus, other great prizes. Find out more. Link in bio. ‘?

 GainaE #SweetHomeAlabama #SightOfAlabama #ScentOfAlabama

“omme #TasteOfAlabama #SoundOfAlabama #FeelingOfAlabama alabamatravel Capture Alabama through all five of your

o senses by taking sensory photos and pesting ... more

@ alabamatravel
m Q QO & n Q QO &
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SENSE of ALABAMA PHOTO CHALLENGE
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Five Finalists One Grand Prize
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Share your vacation shots using our hashtag on Instagram for your chance to be featured.
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420MM+ Paid Media Impressions

270.909MM 149.451 MM
(+5% FYOY) (+5% FYOY)
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2019 Survey Highlights
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ALABAMA TOURISM DEPARTMENT

MARKET MEDIA STUDY REPORT
OCTOBER 2019
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“Historical” Shift In Description

Words to Describe Alabama

III

Historical A12%
39%

39%

Relaxed
Scenic

Natural

Great for families
Beautiful
Charming

Scenic : :
WV Historical

VA

Scenic

MO

Easy
Interesting
Authentic

Cultural

Beautiful
NC

Scenic

TN . .
Historical

SC

Worth exploring Natural

AR AL
Historical
. Relaxed Historical
Historical ¢ anic | GA
Rejuvenating Bt 8% MS ~ Natural
N i
Exciting e 7% Families

Magical Bl 4% Worth Exploring Historicsl Families

i i FL

Unique

Surprising

None of these

- reree
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A “Historical” Rise In Interest

Interest in Alabama Destinations (n=1101)

Pristine beaches 54%|

Historic sites 50%

State parks and scenic natural beauty e —

Unique restaurants, food or experiences that may be new or... ———————————————
Space and Rocket Center

Award winning restaurants/food scene

Civil Rights Museum and sites

Outdoor adventure

Alabama BBQ Trail

Music festivals or music venues

Science museums

Local breweries

Arts and cultural activities

Fresh or saltwater fishing

Alabama Wine Trail

Mobile Mardi Gras festival or museum

Authentic makers /sellers of unique products and goods
Legendary sports venues and museums

Baseball Museum (Negro Southern League)

Nationally recognized courses for year-round golf 10%
Barber Vintage Motorsports Museum 10%
S 0% 10% 20% 30% 40% 50% 60%
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Strong Ad Awareness """--w*l
Seen ATD Ads, Videos |
Florida 47% or Social Content (n=1101) |
South Carolina 27%
Tennessee 27% B Yes HNo |
Texas 21% i
Louisiana 20%
North Carolina 19%
Michigan 17%
Georgia 16%
Arkansas 14%
Virginia 14%
Mississippi 13%
Missouri 12%
Kentucky 11%
West Virginia 10%
Oklahoma 9%
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Advertising Drives Perception

(N=1U

Perception of Alabama by ATD Advertising Awareness o
HExcellent ~ WVerygood ~ MGood ~ MFar  WPoor Those who recalled 2019 ATD advertising

were significantly more likely to have positive |
perceptions

of Alabama for a vacation destination.

-

( Alabama ad aware (n=308) Perception
e ATD Ad Aware 0%
No Ad Aware 30%

(n=751) Top 2 box scoring

%
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Advertising Drives Consideration ﬂ

Those who recalled 2019 ATD advertising
Consideration of Alabama by Total Awareness e e . .
B Definitely will consider 8 Probably will consider 8 Might or might not consider 8 Probably will not consider B Definitely will not consider Were Slgnlflcantly more IIkEIy to ConSIder E!
Alabama for a vacation destination.

Overall (n=1093)

G | T Consideration
. Alabama ad awareness (n=318) |
N L/
— ATD Ad Aware 799,
No Ad Aware 42%

Mo Alabama ad awareness (n=775)

Top 2 box scoring

Y
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Advertising Drives Advocation

Wi illingness to Recommend Alabama by ATD Ad
Awareness

- | T Those who recalled 2019 ATD advertising
® Definitely will recommend (9-10) @ Probably will recommend (7-8) ® Might or might not recommend (5-6) B Will not recommend (1-4) i e .
——— - were significantly more likely to recommend
Alabama for a vacation destination.

Overall (n=1101) 22% 25%

e
o

{:.%Fahama ad awareness (n=319) Advocation
) - ATD Ad Aware 76%
No Ad Aware 36%

No Alabama ad awareness(n=782) | 3% 23%

. | . . Top 2 box scoring
0% 20% 40% 60% 80% 100%
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Continued Validation of Media ‘

Those who consumed two or more ATD targeted media .-
channels were significantly more likely to have positive
perceptions, strong consideration and willingness to
recommend Alabama for a vacation destination. -

Perceptions of Alabama by Targeted Media Channels
WExcallent @ Very good SGood @ Fair @ Poor

Two or more targeted media channels (n=641)

Mo mrgecad madia channels n=1%2) |

‘Wanch Travel Channel (n=477}

Watch Discovery Channe! (n=5534)

Wy atch Food Mletwork (n=58)

Cverall {n=105%

Consideration of Alabama by Targeted Media Channels
# Dielivitoly wil congides  @Pecobly will coreider  mMight o might sor congidar @ Probady sillecd congader @ Dalinitaly will non consder
_'T'w-:- ar mare targeted media channels [n=Sb1)

Cine targeted media charned (n=218)

Mo mrgeted media channely 1n=104)

Warch Trawel Channad (n=4%1)

Warh Discovery Channil {n=5710)

Perception Consideration Advocation

e

Watch Food Metwork (n=5%5)

Cverall in=1093F)

Willingness to Recommend Alabama by Targeted media
channeals

o Doty sl racarsmensd 300§ @ Protobly w0 rocommnad | 700 @ Figght o o g eor recoenereensd (3-8 @ el rax ras o reend | B8

S rmm————— e —
One targeted meda chanme| n=125} o e -

o mrpered miedia charmplk {n=208)

2+ ATD Media 45% 58% 53%

Watch Travel Chanmel {n=4%7}
r Wanch Chiscavery Channel (n=5T3)

Watch Food Moowork {n=5937}

No ATD Media 32% 44% 329%

Crreralll in= 1101

Top 2 box scoring

Y

/ A ar Tt Y ' g g b Aty : gy 3 L\ A P T o) '\ 0 o ) 70 | WA : AL | | : N, y N B HOC ‘ vxn"‘ ' A% | K- i\
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Extended Ages

NEW SOUTH RESEARCH

ALABAMA TOURISM DEPARTMENT

MARKET MEDIA STUDY REPORT
OCTOBER 2019

MEW SOLUTH RESEARLCH THE SCIENCE OF READING MINOS

35-54
30-34 n=1000 55-60
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Younger Gina Highlights .

Interest in Alabama Destinations

M Older Ginas (n=250) M Younger Ginas (n=250) .
Pristine beaches VLA 53%
Historic sites iAo 51% |
State parks and scenic natural beauty o7~ A48%

7%
A49% .

Award winning restaurants/food scene

Unique restaurants, food or experiences that may be new or...
Alabama BBQ Trail

Space and Rocket Center

Qutdoor adventure

Music festivals or music venues

Civil Rights Museum and sites

Fresh or saltwater fishing

Science museums

Local breweries

Arts and cultural activities

Legendary sports venues and museums

Authentic makers/sellers of unique products and goods
Alabama Wine Trail

Mobile Mardi Gras festival or museum

Baseball Museum (Negro Southern League)

Nationally recognized courses for year-round golf
Barber Vintage Motorsports Museum

None of these

33%

\
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Younger Gina Highlights
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Younger Ginas Older Ginas |
(n=230) (n=214)
YouTube 84% 83%
Facebook 80% 89%
Instagram 717% 63%
Pinterest 62% 57%
Snapchat 47% 29%
Twitter 43% 45%
Yahoo.com 36% 44%
CNN.com 24% 26%
New York Times.com 20% 16%
Traveler.com 8% 9%
Bon appetit.com 7% 5%
Epicurious.com 4% 7%
\
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Younger Gina Highlights

Importance Attributes - Tourism Website — Top

Pictures and comments taken by people who have visited the destination
themselves

Calendar to see what specific events are happening during your trip
timeframe

Easy exploration of variety of tourism offerings

Direct links to attraction/lodging/activity/event websites for more
information

Ability to search accommodations and make reservations directly on the
tourism website

Easy to use trip tools to personally customize a potential trip plan
Exposure to more undiscovered destinations

Exposure to most popular destinations

Younger
(n=250)

45%

44%
43%

40%

37%

33%
32%
29%

e R T T e

Older
(n=250)

35%

39%
41%

38%

36%

30%
31%
38%

Top box scoring

\
,'\ LAY | i
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Strong Validation Of Website Approach

Tourism Website - Primary
Objective (n=1101)

To plan a
custom,
personalized
trip itinerary,
20%

To explore
and get ideas

for what
might be

Interesting
and fun, 80%

o abilbller b R 4

Words to Describe Alabama’s Tourism

Helpful

Interesting

Inspiring

Boring

Frustrating

Website (n=150)

8%

65%

63%

0% 20% 40% 60%

}l\JUI’ /

,'t\ 1
)_ b

80%
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Key 2020 Guidance Based On Research and Analy5|s =

Continuation Rationale

Overall paid advertising and

media approaches were +
measurably effective.

Brand+Product combination

strategy was measurably +
effective.

Alabama.travel continued site
enhancement is warranted +
based on research.

n.“ - "A

. r '.5- -.'. = —
: , \

Recommended Optimization -

Revisit and shift digital spend
to bolster key seasonal planning peaks.

Expand Brand platform based on research.
Enhance digital Brand and Product units for
engagement.

Continuous site SEO enhancement.
Utilize/integrate paid social and site content.
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Product Experience l
platform ' platform \

Brand
platform

Sweet Home

Alabama

Image ! Promotion Engagement

Awareness | Focused consideration Accessibility

Broad consideration Exploration | Advocation
Emotional differentiation | Trial Loyalty

—— —
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|l VACATION GUIDE & CALENDAR

The Year
of Natural
= Wonders
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General ATD Support System

Sweet Home

Alabama

Savor every
moment,
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Sweet Home e B . . BUDGET 56.2%
RN Initiative Overview (74% paid media, 26% prod.)

_ﬁ 300 e ———

Description Utilize existing SHA brand campaign assets and expand with high interest attractions.
(TV, print, experiential, digital, social)

Objectives Drive awareness, broad consideration and emotional differentiation for AL as a destination.

Overall Strategy Communicate our magical, charming, authentic and relaxing character to distinguish AL as a
uniquely rewarding destination with more to savor.

Enhance engagement of existing digital display and video ad units.
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vy [nitiative Overview

T

Brand Platform Expansion
Destination Interest Peaks

Pristine beach e |

T I N,

Sweet Home

Alabama




vy [nitiative Overview

T ———

Brand Platform Expansion

Historic sites
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vy Initiative Overview
_—*

Brand Platform Expansion

Pristine beaches
Historic sites

State parks and scenic natural beauty
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PRISTINE BEACHES | VIDEO

Sand pipers running away as the waves crash on the beach

Children running away as the waves crash on the beach
You see Sandpipers playing a synchronized game as they taunt the water.

Children listening to a shell
creating a beautiful relationship between the two.
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GULF STATE PARK

This is Alabama. And when you’re here, you can take it all in.



PRISTINE BEACHES | PRINT

<BIS g
Alabama

‘P_ From the eco-friendly, Gulf State Park
to the colorful and aromatic Huntsville

Botanical garden, you can take it all in.
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PRISTINE BEACHES | DIGITAL BANNERS

The background image will change while the text animates on screen.
We can create a few versions of this style, alternating the sense and the background image.

X gﬁ ))))/})))2))))))% Sweet Home
loreep-t Alabama

TAKE IT ALL IN

GULF STATE PARK




PRISTINE BEACHES EXTENSION

To further tell our pristine beaches story, we will showcase numerous destinations
throughout the state on our website, advertorials, and social.

Expeviences










HISTORIC SITES | VIDEO

TALENT WILL BE BLACK GRANDSON

They were unwelcome, unappreciated, and very much underestimated

TALENT WILL BE OLDER BLACK MAN
WITH FAMILY IN BACKGROUND

——————————

TUSKEGEE AIRMEN NATIONAL HISTORIC SITE-

But in the end, their skills and not their skin color attested to their legendary status. This is Alabama. And when you’re here, you can take it all in.



HISTORIC SITES | PRINT
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HAlabama

From the heroic Tuskegee Airmen to
Helen Keller’s home in Tuscumbia,

you can take it all in.

Sweet Home

Alabama

Alabama. Travel/History

o o v 1570000l iniienn
71 phats shaot Soam 11) eotm sanult
 phsty dilad b pcbon
*takem an prrmantry of
13 pomts rrpened Fiad g 11 sied

T ool

the courage of the pilots

Tuskegee Airmen National Historic Site




HISTORIC SITES | DIGITAL BANNERS
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HISTORIC SITES EXTENSION

To further tell our historic sites story, we will showcase numerous destinations
throughout the state on our website, advertorials, and social.










NATURAL WONDERS | VIDEO

TALENT WILL BE BLURRED IN BACKGROUND
4 ~

You hear the sound of rushing water as it carves the canyon. And as you glimpse in the darkness,

Sweet Home

Alabmna

Alabama Trave

-

DISMALS CANYON, PHIL CAMPRELL

luminescent creatures create colorful hues that intertwine and paint a radiant sheen. This is Alabama. And when you’re here, you can take it all in.




NATURAL WONDERS | PRINT

tBIS 7

HAlabama

From the natural wonder of Dismals Canyon
to the stalagmite forest of Cathedral Caverns
State Park, you can take it all in.

Sweet Home

Alabama

Alabama lravel/Outdoors

INsects create art

GLOW IN THE DARK

Experience

the biological splendor

dHear

water carve canyons

Diamals Canyon, Phil Campbell




NATURAL WONDERS | DIGITAL BANNERS
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NATURAL WONDERS EXTENSION

To further tell our natural wonders story, we will showcase numerous destinations
throughout the state on our website, advertorials, and social.
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BRAND CAMPAIGN WITH ADDITIONS

FOOD & DRINK




BRAND CAMPAIGN WITH ADDITIONS

FOOD & DRINK




vy Initiative Overview
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Digital Brand Units |

Refresh and Optimize Portfolio
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BRAND | DIGITAL BANNERS

The background image will change while the text animates on screen.
We can create a few versions of this style, alternating the sense and the background image.
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BRAND | DIGITAL BANNERS | VERSION 2

The background image will change while the text animates on screen.
We can create a few versions of this style, alternating the sense and the background image.
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BRAND | DIGITAL BANNERS | PROMOTION

We run a trip promotion through a digital banner campaign.
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BUDGET 21%
(72% paid media, 28% prod.)

Initiative Overview

“

Description Evolved legacy product platform consisting of 80+ “Road Trips” content requiring maintenance
and updating and “Sweet Spots” advertising platform and Alabama.travel user experience
platform.

Objectives Drive focused consideration, exploration and trial across a myriad of AL destinations
with media spend emphasis on neighboring states and drive-distant target audiences.

Overall Strategy Expand “Market Sweet Spots” RTJ/Gray portfolio with three new :25/:05 TV spots.

Expand “Experience Sweet Spots” portfolio with new concept for paid digital advertising (rich
media, social, mobile, display, video) to drive evergreen consideration and exploration.

Sweet Home

Alabama
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Birmingham Muscle Shoals East Shore

Huntsville East Alabama
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Sweet Spots Experiences for Digital Display:

Beach Outdoors Culture History Food
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Experience Platform
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BUDGET 10%
(Integrated promo: $70%; Paid promo media: 30%)

Description Evolved ATD Experience portfolio inclusive of website, planning tool, owned social channels and
mobile apps.

: : Elevate overall user experience and SEO for Alabama.travel and mobile apps to enhance site
Objectives .

performance and usage metrics.
Drive utilization of existing ATD experience platform tools and channels to strengthen destination
consideration, exploration, visitation and advocation.

Expand consumer generated content library for cross-channel usage.

Overall Strategy Activate advocation and increase ATD experience portfolio awareness and usage
through a fully-integrated promotional program around a key brand platform inclusive of PR,
social, partnerships, promo paid media and event marketing.

>

Sweet Home

Alabama
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lInitiative Overview

Cross-Channel Usage Integrated Promotions

Site/Social/Apps
Consumer generated content

Curious Gina Opportunity Converted Gina

Activate
Advocation

« ]l TV TG e
Alabama
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PHOTO ALBUM
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www. Alabama Teavel

/ FADETO BLUE SMELL THE GREAT
SEE THESKIES SUTDOORS
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PHOTO ALEUM
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Sweet Home IN PARTNERSHIP WITH

Alabama
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Savor each sensory detail of your
Alabama vacation. And create a
Photo ALbum while you're at it.
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PHOTO ALBUM
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The Continuing Evolution of Alabama.Travel!
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Your Sweet
Home Away
from Home

Experience Alabama
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PARTNERS.ALABAMA. TRAVEL

Sweet Home

Alabama | Alabama Tourism Partners Sig
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The official site for location and event administratior d
Alabama Tourism Partners
The offacial site for location and event administration
10Ut suUCCessT? i
Sign In
* Emall
Password
Remember me on this computer
Sign In Forgot your password?
Don't have an account?
Sign Up
Didn't receive confirmation instructions? o
Resend f
Y Email
Need Help?
Email o .
§ The Hangout
Password b S
= Music
sweet Home Alabama ©2001-2020 Alabama Tourism Department n u o0 B o
assword
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Official Travel Site of Alabama ; 4 Forgot Password gendio ieinhasdend
Alabama Tourism Department e g * Alsbanes beastts Gt Canse For mmare
-+ Tourism Partners Vi ThaUSA  com ofoaneten, 808 S9-a 00+ )0ns

Promote your organization online and in
Alabama Tourism content

' 7 Huntsville: To the Moon
and Back By Dinner

It's Free!

-—

As an Alabama Tourism partner, you can list and manage locations and
events for your organization or business to be included on our website
and other Alabama Tourism media content - at no charge to you,
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Sweet Home Alabama ©2001-2019 Alabama Tourism Department

Privacy Policy
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New Bed And Breakfast
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Sweet Home

Experiences Places to Go Alabama Events E; My Trip @

Places To Go » Town of Bear Creek Twin Forks Park
7! Town of Bear

- Creek Twin Forks
Park

Bear Creek

Not provided
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Places Ta Go » ChuckWagon BBQ)

ChuckWagon
BBQ
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Take out only resturant. Specializing in Texas style
cooking, Serving Beef Brisket, Pork Ribs, Chicken,
Sausage. Baked Beans cooked on the grill and our
own receipe Slaw. Red Sauce and White Sauce made
here only. BBQ socooo good.....it's BAD!

Visit Website &
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ALABAMA ROAD TRIPS MOBILE APP

Sign In

]

Don't have an account Sign-Up
Email Address
you@example.com }
Alabama
0 Email Address
Road Trips
you@example.com ]

or Sign In with your
favorite social media account

i Gy
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FIND OUT WEIO
THE BIG WINNER










Alabama
eO0D CONTEST

POST-INTERVIEWS




Food Contest Update

Campaigns have launched in Charleston and Kansas City as their
respective restaurant weeks have started.

New York City, Chicago, Nashville, Los Angeles will launch throughout January.

‘ |
@ Try all the irresistible
- 100 DISHES TO EAT
IN ALABAMA

\rﬂmnm

> Sl Lasa ys 1
network ' - % Sweet Home
Als |h¢|m.|

Alabama Travel /100-Dishes













| @ alabamatravel
@ alabamatravel alabamatravel

A Qv A ©QY A

alabamatravel It’s the flavor that slows down the fastest competitive food eaters. alabamatravel No matter how hard you try, the flavor will always win. So, slow alabamatravel Slow down and savor the flavor. Try all the irresistible 100 Dishes
Try the 100 Dishes to Eat in Alabama for yourself. Discover the taste of sweet down and take your taste buds on a vacation. Try all the 100 Dishes to Eat in to Eat in Alabama and discover why it’s a bad idea to try to win a food eating
home Alabama. Click the link in the bio to see the list of famous dishes. Alabama. Savor the flavor, Click the link in the bio to see the list of famous dishes. contest here. Click the link in the bio to see the list of famous dishes.
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Watch later.  Share
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We have a way of changing the contest from speed

de 1 O o D ishe S to eating to slow eating.

Maybe it's because of our award-winning chefs who turn local







2020 Media Objectives & Strategy

. Influence the influencers
. Tourism, other subject matter experts (food, music,
science etc.)
. Professional content producers and their devoted fans
. Content environments that suit the purpose and tenor

of the campaign

. Engage the curious
g Drive traffic to the website — especially organic traffic -
. Use social media to provide platform for engagement

and amplify influence
. Use targeted digital tactics to direct the piqued



Media Planning & Purchasing Process

4

o

Align with

Strategy &

Creative on
2020 priorities

\

#

/

Request for
proposals from
all media
vendors

\

K

Negotiate with
vendors

\

We are here

Finalize plan

Execute




Media Considerations
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bon appétit

FOOD&WINE

MAGAZINE
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Job
Develop, plan & measure integrated campaign
platform targeting potential
SE travelers.

Components
Utilize existing and develop new TV, print,
digital, social, experiential, OOH

Job
Extend brand idea through ATD properties

Components
Site: new & updated content

Social: channel specific SHA engagement

Job
Develop share-worthy content
to amplify buzz/media coverage.
Utilize current and new experiential assets in
selected feeder markets.

Components
pr, social, event

\fab:aina

PRODUCT

Job
Create and plan integrated campaign utilizing
existing and new “Sweet Spots” campaign assets.

Components
TV: 3 “Market SS” spots Video: :15 pre-roll
“Science/Discovery”. Display: rich, banner,
mobile and paid social ads.

Job
Enhance & promote app and online content

Components
App/Site: Optimize UX (brand & function).
Update and maintain content.

Social: promote site/apps across channels.

eMarketing: newsletter

Job
Drive awareness and advocacy for
site and Road Trip app

Components
Consumer and Trade (AL
customers) PR.

EXPERIENCE

Job
Promote ATD planning tools and apps through
paid digital media.

Components
Promoted and paid social posts.

Job
Update and optimize Alabama.travel Update
and maintain ATD apps. Develop integrated
experience promo.

Components
Site, Apps: UX/SEO optimization, update &
Integration.Social: robust programs to optimize
UGC and advocation

Job
Develop PR plan to enhance exposure of ATD
planning tools
and mobile apps.

Components
PR, Promotional/Sweeps

Sweet Home

Alabama




2020 KPls

Business

e 5-7% increase in overall lodging tax revenue
Brand
e Brand metrics tracking through research

Paid l’

e YOY increases in Delivery, Reach, Impressions

e YOY increases in Digital advertising metrics (Clicks, CTR, CTC, VTC)
e Channel and ad unit tracking and performance

e YOY increases Site traffic, events, targeted origins, conversions

Owned

e YOY increases in Engagement, Fan Growth, Reach
e YOY increases in promoted mobile app downloads
e YOY increases Site traffic, events, targeted origins, conversions

Earned

e YOY increases in Ad Value Equivalencies, Placement
e YOY increases Site traffic, events, targeted origins, conversions
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